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EFFECTS OF BRAND IMAGE, PERCEIVED RISK,  AND WORD OF 
MOUTH  TOWARD PURCHASE INTENTION ON MIE SEDAAP  
IN SURABAYA 
 
Mohammad Fitrah Kharisma 
 
STIE Perbanas Surabaya 
Email: 2013210798@students.perbanas.ac.id 
 
ABSTRACT 
This study aims to determine the effects of Brand Image, Perceived Risk, and 
Word of Mouth toward Purchase Intention on Mie Sedaap in Surabaya. This 
research is a research based on the quantitative approach, because the variables 
are causal, data are numbers and analyzed through such a statistical method. The 
source of main data of this study consists of questionnaires measured by Likert 
scale and distributed to as many as 130 consumers of Mie Sedaap in Surabaya. 
Samples determined with a judgment sampling technique based on Non-
Probability sampling category. Research data then analyzed by technique of 
structural equation model (SEM) using AMOS 22.0 program. The results show 
that Brand Image has no significant effect toward Perceived Risk because its 
effect has a p value of 0.243 (p  0.05). Brand image has significant effect toward 
Word of Mouth because its influence has p value of 0.001 (p < 0.05). Brand image 
has a significant effect toward purchase intention because its effect has a p value 
of 0.022 (p <0.05). The Perceived Risk has no significant effect toward purchase 
intention because its effect has a p value of 0.996 (p  0.05). Word of Mouth has 
significant effect toward purchase intention because its effect has a p value of 
0.001 (p <0.05).  
 
 
Keywords:  Brand Image, Perceived Risk, Word Of Mouth, Purchase Intention, 
Mie Sedaap. 
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Mohammad Fitrah Kharisma 
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ABSTRAK 
Penelitian ini bertujuan untuk mengetahui pengaruh Pengaruh Citra Merek, 
Persepsi Risiko, dan Word Of Mouth terhadap Niat Beli Mie Sedaap di Surabaya. 
Penelitian ini menurut pendekatannya menggunakan penelitian kuantitatif, Karena 
variabelnya bersifat sebab-akibat, dimana data penelitiannya berupa angka dan 
dianalisis melalui metode statistik. Sumber data utama penelitian ini berasal dari 
kuesioner yang diukur dengan skala Likert dan disebarkan kepada sebanyak 130 
orang konsumen Mie Sedaap di Surabaya. Sampel dipilih secara dengan teknik 
judgment sampling dalam kategori Non Probability sampling. Data penelitian 
kemudian dianalisis dengan teknik model persamaan struktural (SEM) dengan 
memanfaatkan program AMOS 22.0. Hasil penelitian memperlihatkan bahwa 
Citra Merek tidak berpengaruh signifikan terhadap Persepsi Risiko karena 
pengaruhnya memiliki nilai p sebesar 0,243 (p  0,05). Citra merek berpengaruh 
signifikan terhadap Word Of Mouth karena pengaruhnya memiliki nilai p sebesar 
0,001 (p < 0.05). Citra merek terhadap berpengaruh signifikan terhadap Niat Beli 
karena pengaruhnya memiliki nilai p sebesar 0,022 (p < 0.05). Persepsi Risiko 
berpengaruh tidak signifikan terhadap niat beli karena pengaruhnya memiliki nilai 
p sebesar 0,996 (p > 0.05). Word Of Mouth berpengaruh signifikan terhadap Niat 
Beli karena pengaruhnya memiliki nilai p sebesar 0,001 (p < 0.05).  
 
 
Kata kunci :  Citra Merek, Persepsi Risiko, Word Of Mouth, Niat Beli, Mie 
Sedaap. 
 
 
